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The Center for Resource Solutions

• Domestic Certification Programs
– Green-e & Green Pricing

• Renewable Energy Partnerships for Public 
Power

• International Programs
– Global Guardianship Initiative
– International Expert Assistance
– The China Program

• Marketer’s Marketers Group



• The Marketing Myths vs. The Green Power 
Reality
– The “general” marketing theories don’t 

necessarily work on our island

• Our challenge: attracting attention & interest 
to a new concept while delivering basic 
technical education

– Sometimes even getting consumers to change 
purchasing behavior

Surviving on the 
Island of Green Power 



Our Balancing Act:

• Attracting Attention & Interest:
The Visual Component

• Getting People to Say Yes to 
something new:
The Textual Component



Attracting Attention & Interest:
the Visual Component

• Creative but Cautious
• Amusing but Accurate
• Specific but SIMPLE

– Don’t forget the fundamentals!



Attracting Attention & Interest:
the Visual Component

• Creative but Cautious
– Consumers respond to the most familiar 

& aesthetically pleasing renewable images
• Wind 

• Solar

– Connect your images of renewables with 
the expected

• Nature & environment



Attracting Attention & InterestAttracting Attention & Interest

Consumers respond to the most  familiar 
renewable images

Source: Green Mountain 
Energy

Source: Madison Gas & 
Electric



Attracting Attention & InterestAttracting Attention & Interest

Consumers respond to the most  familiar 
renewable images

Source: Windustry



Attracting Attention & InterestAttracting Attention & Interest

Be Creative but Cautious

Connect with the expected: 

nature & the environment

Source: Wisconsin 
Electric



Attracting Attention & InterestAttracting Attention & Interest

Be Creative but Cautious

Use familiar images creatively

Source: Green Mountain Energy 
Company



Be Creative but Cautious

Taking it even further…

CAUTION

Source: Salt River Project



Attracting Attention & InterestAttracting Attention & Interest

Be Creative but Cautious

Be safe …use companion text

Source: Salt River Project



Attracting Attention & InterestAttracting Attention & Interest

• Amusing but Accurate
– Funny always attracts interest, 

but…
• Know your audience and its humor

– Will they get and appreciate the joke?
– What are you appealing to
– Are renewables really funny?



Attracting Attention & InterestAttracting Attention & Interest

Amusing but Accurate

Source: Green Mountain 
Energy Company



Attracting Attention & InterestAttracting Attention & Interest

Amusing but Accurate

Source: Utility.com



Attracting Attention & Interest:
the Visual Component

• Specific but SIMPLE
– Make the visual message clear and easy 

to interpret
• Simple concepts deliver in ads

(but who said green power was simple)

• Not Rocket Science, but Common 
Sense

– What images draw you in?
– Or what images would draw your 

favorite “real” (non-energy) person in?



Attracting Attention & InterestAttracting Attention & Interest

Specific but Simple

Source: Tennessee Valley 
Authority (TVA)



Attracting Attention & InterestAttracting Attention & Interest

Specific but Simple

Don’t forget the DESIGN FUNDAMENTALS

Source: Sacramento Municipal Utility

Good design fundamentals



Attracting Attention & InterestAttracting Attention & Interest

Specific but Simple

Don’t forget the DESIGN FUNDAMENTALS

Source: Green Mountain Energy Company

Poor design fundamentals



Getting People to Say Yes to something new:
The Textual Component

• Appeal to the Good in People
– Lead with the Benefits

• Keep it Simple
– Don’t over-design: natural package for a “natural” 

product
• Glossy does not mean successful

– Less promotional & more direct text
– Make participation clear & easy!
– Third party verification

• Educate on the Basics 
– Mystery is confusion in green power

• REPEAT THE MESSAGE!!!!!



Getting People to Say Yes: the Text

• Lead with the Benefits: Clearly 
describe direct consumer benefit
– Focus on how purchases reduce impact 

& replacing polluting sources with green 
ones

– Quantify environmental impact of 
purchase

– Emphasize commitment to green power 
Green power is an emotional purchase, so messages like "we have a 

responsibility to preserve the environment for future 
generations," and  "individuals need to take personal 
responsibility for the environment," get results.



Getting People to Say YESGetting People to Say YES

Lead with the benefits

Source:Santee Cooper 



Getting People to Say YESGetting People to Say YES

Lead with the benefits

Source: Green Mountain Energy 
Company



Getting People to Say Yes: the Text

Keep it Simple!!!

• Less promotional & more direct text

– Answer key consumer questions

• Use bold headers and subheaders 
• Don’t get fancy on the font

• Make participation clear & easy!
– Make enrollment & participation easy, 

toll free #, mail & on-line application process 

Different levels of participation must be clear



Getting People to Say YESGetting People to Say YES
Keep it Simple

…in language they understand

Source: Tucson Electric Power Company



Getting People to Say YESGetting People to Say YES

Keep it Simple!!!!!

Less promotional & more DIRECT text

Source: SMUD



Getting People to Say YESGetting People to Say YES

Keep it Simple!!!!!

Less promotional & more DIRECT text

A natural package for a natural product

Source: Tucson Electric Power 
Company



What Gets People to Say Yes?
Keep it Simple: Cost-based, simplified Pricing

– Consumers prefer flat rates
• i.e. $3 per block per month
• Consumers don’t understand the 

kWh
– Do Understand Percentages (i.e., 100%)

• Consumers don’t know how many 
kWh they use or what the price per 
kWh should be

– use “avg. household” to connect

Source: Salt River Project



What Gets people to Say Yes?

• Third Party Verification
– Clear way to show product quality and 

inspire confidence in product

Green-e: the Renewable Energy Standard



Getting People to Say YESGetting People to Say YES

Educate on the 
Basics: Q & A Model

Source: LADWP

• Question & Answer 
Model
– Why use renewable 

resources?
– What is green power?
– Why does green power 

cost more?



What Doesn’t Work

• Getting too technical
– Watch out for the grid!
– Hold off on renewable energy jargon: 

most consumers don’t speak our 
language

• What is a Kwh? A megawatt? Emissions 
reductions?

• Attaching unrelated symbols and images
– What does that have to do with green 

power?



What Doesn’t Work:
Getting too technical

• To grid or not to grid…
that is the question
– Consumers don’t need a specific 

explanation of how power gets to 
them

• Make sure you are speaking to consumers 
in the most clear and direct manor
– Avoid technical energy terms when 

possible



What Doesn’t WorkWhat Doesn’t Work

Getting Too Technical

Source: Green-e Renewable Electricity 
Program



What Doesn’t WorkWhat Doesn’t Work

Getting Too Technical

Source: Renewable Energy Policy Project



What Doesn’t WorkWhat Doesn’t Work
Attaching Unrelated Images

Source: PacifiCorp

Great, powerful campaign 
design, but PacifiCorp found 
that consumers had difficulty 
connecting the dog with 
green power



Source: PacifiCorp



Developing Effective Green 
Power Marketing Messages

The Wrap-Up: What works

–To attract attention & interest, be: 
creative but cautious, amusing but accurate, specific but 
simple

–To get your consumer to say “yes”: 

lead with the benefits, keep it simple (less promotional 
& more direct text), educate on the basics (Q&A 
model), third party verification

What doesn’t Work
–Getting too technical (in images and jargon)

–Attaching unrelated images



Contact CRS
• To get more information on our domestic 

certification programs
• To join the Marketer’s Marketers Group
• To receive monthly email updates on regional events, 

standards and developments 

Këri Bolding, CRS Communications Director
(415) 561-2100 

Email: kbolding@resource.solutions.com
CRS website: www.resource-solutions.org

Green-e website: www.green-e.org


